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one per cent of the business averaged only one one-hundred-twentieth of the size of the largest retailer. Four fifths of them ranged from one one-hundred-twentieth to one eleventh of the size of the largest concern. Practically all of the smaller concerns had unusually high expenses, a fact which is one of the main causes of wide margins or high prices in food retailing.
The extent of duplication and hence undersized business units is by no means confined to the retail phases of marketing. While the range in size of retail concerns was from the largest one down to one one-hundred-twentieth as large, creameries in one state ranged in size from the largest one down to one five-hundred-twenty-eighth as large. Moreover, 28 per cent of these creameries averaged only one five-hundred-twenty-eighth of the size of the largest creamery. (See Table XXXVI.) More than three fifths of the butter of this state (Kansas) was made by creameries numbering only 9 per cent of the total and varying in size from that of the largest to one third as large. Three fifths of the creameries in this state turning out but 6 per cent of the butter had excessive costs in manufacturing and distributing because of the very small volume of business per creamery. Yet these excessive costs largely determined the width of the competitive margin between farmer and consumer prices. Consolidation of these small inefficient creameries or their elimination is an essential step to improvement. While small their excessive costs prevent real competition capable of reducing margins. They remain in business, however, in no small measure as a result of protection by so-called anti-trust laws which actually limit competition at the point where an efficient concern able to pay higher prices for butterfat would, by paying them, unavoidably put the small inefficient creamery out of business. The law literally retains in business inefficient concerns against the public interest. Such conditions.